With the intense competition, more and more companies become customer-oriented instead of business-oriented, especially in service industries. How to elicit customer requirements is vital to improve service quality. But as an invisible product, service is lack of quantifiable physical index, so it is difficult to standardize the measure of service quality. Therefore, to elicit and analyze customer requirements and improve customer satisfaction are tough tasks. Using the Kano Model to analyze and classify the requirements of Y Company's consulting project, we recognize the effective factors in improving Y Company's satisfaction, and make certain suggestions for consulting company to improve its service quality.
Under this background, there is an increasing need for consulting companies to put a high value on capturing and analyzing customer requirements in order to win the market. Considering customer requirements late in consulting service is responsible for the poor quality of consulting solutions today. Some state that having a good grasp of customer requirements plays a vital role in the success of the consulting project [3] [4] [5] . Homburg (2013) claims that adverse effect of neglecting requirement problems would be further intensified in subsequent phases of the consulting service, thus it would cause the omission of important solutions, inclusion of irrelevant features, costly reworks, project delay and even, losing the market because customers' needs are not met [6] .
One of the ways of looking into the concerns of customer requirements early to provide outstanding service in consulting is to begin with the elicitation of requirements that delight and satisfy the clients [7] . Requirements elicitation is the process of capturing and determining client's requirements for a consulting service, that results in high probability of satisfying the client's needs. To capture what customers' satisfaction/dissatisfaction will be if the requirements/features are met/unmet, Kano method is proposed to be used. Kano model helps to ex-
tract from customers what they really expect from a product/service. Using this model, proposed features that most stimulate customers are captured; hence, enabling the building of a unique and lean product/service that contains the necessary features that pleases and amazes the customers [7] [8].
The main objective of this study is to elicit Y Company's satisfying requirements of the consulting service employing Kano Model. Kano model is a popular technique in the interdisciplinary field of quality management, but it is rarely applied in consulting service research. Moreover, analyzing Y Company's requirements could be a reference to other consulting projects, which would help consultants to provide satisfactory service. This paper is divided into six sections: Section 1, introduction; Section 2, literature review; Section 3, methodology; Section 4, results; Section 5, discussion and Section 6, conclusions.
Literature Review

Kano Method
Kano et al. (1984) proposed the Kano Model based on Herzberg's "MotivationHygiene" Two Factor Theory [9] . The model measures customers' feeling and the impact of product/service quality on their perceived satisfaction. It defines the different classifications of product/service quality attributes/features that have influence on customer satisfaction. While customer's need is met, there is customer satisfaction or just no feeling of dissatisfaction. Also, while customer's need isn't met, there is customer dissatisfaction or just no feeling of satisfaction.
It is a two-dimensional model that views the relationship between quality and customer satisfaction as nonlinear [9] .
Kano Model Categories
Kano et al. (1984) showed that not all requirements are at equal level of impor-tance from the viewpoint of the customer [9] . Kano model of customer satisfaction defines the relationship between product/service attribute and customer satisfaction and provides five types of attributes:
1) "Must-Be" requirement is a basic requirement, of which its absence leads to customer extreme dissatisfaction, the customer takes this requirement for granted, thus, their being met does not increase the satisfaction level of customers. Meeting this requirement leads to a state of "not dissatisfied".
2) "One-Dimensional" requirement, which is a linear kind of requirement, when met, the satisfaction of the customer is increased, but when unmet, the satisfaction level of the customer is decreased, that is their dissatisfaction increases.
This requirement/feature is what the customers expect from the proposed product/service. It is a performance requirement. These requirements are usually demanded by customers.
3) "Attractive" requirement is a kind of nice to have requirement. Without it, there is actually no problem (there is no feeling of dissatisfaction), but having it will maximize the level of satisfaction (that is, it leads to more than proportional satisfaction if met). These requirements are the features that have the greatest impact on the level of customer satisfaction. 
Kano Questionnaire
The Kano Model incorporates a survey instrument that overcomes the bias arising from the traditional requirement elicitation survey instrument. To implement Kano model, a two-dimensional questionnaire is prepared for each product/service attribute. The first question is functional (a positive question) and the second is dysfunctional (a negative question). The first question is asked to find out how the customers feel if the proposed feature is in place or requirement is met while the second question is to find out how they feel if the intended feature is not in place or requirement is not met.
Each of the questions (whether functional or dysfunctional), has a list of five options, namely: 1. "I like it that way" (like), 2. "It must be that way" (must-be), 3. "I am neutral" (neutral), 4. "I can live with it that way" (live with), 5. "I dislike it that way" (dislike). After the survey, the result is tallied and totaled to show how the majority of customers expressed their requirements, and this is categorized into M "Must-Be", O "One-Dimensional", A "Attractive", I "Indifferent", R "Reverse" and Q "Questionable" categories. The rule for evaluation is: "M > O > A > I". This rule guides decisions when making decisions on which feature/ requirement has more influence on the perceived quality of the proposed product/service [10] [11] .
All possible combinations of customer answers and the corresponding type of product attribute are summarized in following Table 1 .
Coefficient of Customer Satisfaction
Berger et al. (1993) proposed the coefficient of satisfaction in 1993, which indicates whether meeting a requirement, the level of customer satisfaction can be increased or whether meeting the requirement just hinders the customer from being dissatisfied [12] . The coefficient of satisfaction (CS) is calculated as follow [12] :
where SI is the extent of Satisfaction, DI is the extent of Dissatisfaction, A is Attractive, O is One Dimensional, M is Must-Be and I is Indifferent. After calcu- consulting project is the product/service which it wants to purchase.
Y Company's Requirements of Consulting Project
Among the research focusing on customer satisfaction of consulting project, some believe that whether the consulting solutions fully take into account the clients' situation as well as the regular communication with consultants is the most important thing that the clients concern about [13] . Liu (2009) claims several factors which are significant to customers in consulting service, including project cost, professional and feasible solutions, consultants' experience and onsite service, the qualification and the industry positions of consulting companies and assistance on the implementation of solutions [2] . Moreover, Wu (2016) proposes the experience and the number of the consultants for the project would contribute to customer satisfaction [14] . R14: Price, the price of the consulting project should be under the budget.
R15: Qualification, the consulting company should have a good qualification.
R16: Experience, the consultants should be experienced in consulting.
R17: On-site service, the consultants provide on-site consulting service. regards to when the requirements are met and unmet respectively. Creating Coordinate System in which, X-coordinate is for SI and Y-coordinate is for DI, would help us to figure out the importance of the requirements. As illustrated in the previous section, the requirements in first quadrant stand for one-dimensional requirements, the requirements in second quadrant stand for must-be requirements, the requirements in third quadrant stand for indifference requirements; and those in forth quadrant stand for attractive requirements. Therefore, Figure 3 shows the categorization of each requirement. The categorizations of requirements are as follows:
Results
Kano Analysis
Must-be requirements: R1, R2, R3, R4, R5, R8, R10, R12, R13, R14; One-dimensional requirements: R7, R9, R15, R16; Attractive requirements: R17;
Indifference requirements: R6, R11, R18.
Discussion
As can be seen from the analysis offered in the study, customer requirements
were elicited. This study shows that for the consulting service of Y Company, most of the requirements should be must-be requirements and one-dimensional requirements in order to maximize the service quality. In addition, there are 
Conclusions
This paper reveals that more than half of requirements of the consulting service of Y Company are must-be requirements. This indicates that these requirements must be delivered during the service. Moreover, there are 4 one-dimensional requirements, which indicates that these requirements are quality enhancer and 
